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Abstract: The electoral model of democracy holds the ideal of citizens who are well informed about
politics, and regards it as a task of news media to provide citizens with political information. Against
this ideal, the quality of political news in online news outlets is highly contested. While pessimists point
out the dangers of increased competition online, optimists emphasize the potential benefits of unlimited
space and interactivity. To see which view holds true, this paper compares political news in popular and
elite print newspapers and their respective online editions during the 2013 National Election Campaign
in Austria. Findings show that online editions score better than paper editions regarding the amount
of political news, (party) diversity, and emotionalization, but differences between newspaper types were
notable. Whereas elite newspapers cover politics online more extensively than in print, the reverse is
true for popular newspapers. Leader focus is also strong in popular papers online. We conclude that
the gap in quality between political news in elite and in popular newspapers is larger online. This might
contribute to a wider gap between a well-informed elite audience and a lesser-informed popular news
audience, when audiences switch from print to online news.
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The	 electoral	 model	 of	 democracy	 holds	 the	 ideal	 of	 citizens	 who	 are	 well	 informed	 about	
political	issues	and	actors,	and	regards	it	as	a	task	of	news	media	to	provide	citizens	with	high	
quality	 information.	 Against	 this	 ideal,	 the	 quality	 of	 political	 news	 in	 online	 news	 outlets	 is	
highly	 contested.	While	 pessimists	 point	 out	 the	 dangers	 of	 increased	 competition	 for	 quality	
news	 online,	 optimists	 emphasize	 the	 potential	 benefits	 of	 unlimited	 space	 and	 interactivity	
online.	To	 see	which	view	holds	 true,	 this	paper	 compares	political	news	 in	popular	 and	elite	
print	 newspapers	 and	 their	 respective	 online	 editions,	 during	 the	 2013	 National	 Election	



















with	 online	 newspapers	 both	 for	 readers	 and	 advertising	 revenue	 (Humprecht	 and	 Büchel	
2013).	This	 increase	 in	competition,	 combined	with	 the	 faster	cycle	of	online	news,	has	 led	 to	
fears	 of	 negative	 consequences	 for	 political	 news	 quantity	 and	 quality	 in	 online	 media	 (e.g.	












et	 al.,	 2007).	 Media	 provide	 up‐to‐date	 information	 about	 politicians’	 performances	 and	
viewpoints,	 and	 often	 reach	 large	 audiences.	 	 Especially	 during	 election	 campaigns,	 it	 is	 thus	
important	that	(political)	news	is	high	in	quality,	in	order	to	be	most	beneficial	to	the	electorate,	
and	as	such,	to	democracy.	 
In	 this	paper,	we	will	 compare	political	news	during	an	election	campaign	 in	online	and	print	
newspapers	 on	 a	 number	 of	 indicators	 related	 to	 news	 quality	 from	 an	 electoral‐democratic	
perspective.	 Although	 the	 electoral‐democratic	 model	 is	 a	 strongly	 idealized	 and,	 for	 news,	
supply‐focused	model,	 it	 provides	 clear	 criteria	 for	 the	 information	 that	 news	 should	 supply	
during	 campaigns,	 which	 have	 often	 been	 used	 in	 research	 on	 media	 quality	 and	
commercialization	or	popularization	(see	e.g.	Reinemann	et	al.	2012).	Other	 functions	of	news	
media	 in	 democracy,	 or	 criteria	 of	 news	 quality	 related	 to	 its	 reception	 	 –	 that	 is,	 how	 well	
certain	 characteristics	 of	 news	 content	 aid	 in	 improving	 attention	 to	 the	 news	 and	
understanding	 of	 the	 news	 by	 its	 audience	 (Dahlgren	 2000	 )	 –	 can	 and	 should	 be	 studied	
separately,	using	different	criteria	(Jandura	and	Friedrich	2014).	Here,	we	look	at	news	supply	
using	 indicators	 related	 to	 the	 information	 function	of	 political	 news	 in	 a	democracy,	 and	 the	
degree	 to	 which	 this	 coverage	 is	 characterized	 by	 a	 commercial	 logic	 (see	 Landerer	 2013).	






popular	newspapers	are	presumed	to	be	 influenced	more	strongly	by	a	commercial	 logic	 than	
elite	newspapers,	and	are	subsequently	seen	as	harmful	for	democracy	by	some	(Sparks	2000;	
Rooney	2000;	Skovsgaard	2014).	Our	overall	research	question	is	as	follows: 
























require	 much	 more	 involvement	 by	 citizens.	 In	 the	 electoral	 model,	 citizens	 choose	 their	
representatives,	but	otherwise	 their	 role	 in	politics	 is	 limited.	Citizens	do	not,	 and	should	not,	
influence	policy	directly	(Sartori	1987).	This	type	of	democracy	thus	means	that	people	have	to	
know	 whom	 to	 vote	 for	 in	 order	 to	 have	 their	 viewpoints	 represented	 in	 parliament.	 Also,	







News	 media	 have	 the	 task	 to	 provide	 voters	 with	 sufficient	 and	 correct	 information	 about	
politics	so	 that	 they	are	able	 to	vote	 in	an	 informed	way	(Strömbäck	2005;	Lau	and	Redlawsk	
1997),	 while	 avoiding	 any	 type	 of	 discourse	 that	 may	 distract	 from	 forming	 issue‐based	
opinions.	This	 task	 forms	the	basis	of	a	number	of	quality	criteria	 for	political	news	during	an	
election	 campaign.	 Firstly,	 the	 news	 should	 provide	 enough	 information	 about	 politics.	 This	
means	 not	 only	 that	 there	 should	 be	 a	 large	 quantity	 of	 news	 about	 politics,	 but	 also	 that	 it	
should	 include	 the	 viewpoints	 and	 performances	 of	 all	 political	 parties	 taking	 part	 in	 the	
election,	without	 bias	 towards	 a	 particular	 party.	 A	 strong	 focus	 on	 leaders	 at	 the	 expense	 of	
other	candidates	(Takens	et	al.	2015)	or	coverage	with	strong	emotional	rather	than	detached	
overtones	(Martinsen	2009)	could	hamper	this	ideal	of	rational	opinion‐building	and	voting.			





for	 these	 undesirable	 characteristics;	 a	 focus	 confirmed	 by	 popular	 journalists	 (Skovsgaard	






However,	 the	 discussion	 of	 online	 media	 and	 their	 contribution	 to	 or	 risk	 for	 electoral	
democracy	 is	 more	 complicated	 than	 just	 this	 general	 popularization	 or	 commercialization	
argument.	 Compared	 to	 print	 newspapers,	 online	 editions	 have	 a	 number	 of	 characteristics	
relevant	in	this	context.	
Firstly,	the	size	of	the	online	edition	is	less	limited	by	its	format	(a	web	site)	than	print	news	(a	







only	 for	 the	 online	 edition	 (Vu	 2014),	 but	 also	 for	 the	 printed	 newspaper	 (Welbers	 et	 al.	
forthcoming).		








popular	 newspapers	may	 use	 the	 Internet	 to	 produce	 news	 to	 pursue	 their	 commercial	 goals	
even	 more	 strongly	 while	 elite	 newspapers	 may	 use	 it	 to	 produce	 high‐quality	 news,	 as	
happened	a	decade	ago	in	the	United	Kingdom	(Sparks	2003).	On	the	other	hand,	the	gap	could	
also	 narrow	 because	 quality	 outlets	 may	 give	 in	 to	 the	 presumable	 forces	 of	 the	 market,	
especially	online,	where	less	money	can	be	made	from	subscriptions	(unless	paywalls	are	used,	
which	 is	 not	 the	 case	 in	 Austria).	 Elite	 newspapers	 in	 both	 Sweden	 and	 The	Netherlands,	 for	







news	 about	 politics,	 since	 it	 is	 assumed	 that	more	 supply	 of	 political	 news	 and	 thus	 political	
information	 provided	 by	 the	 media	 will	 lead	 to	 better	 informed	 citizens	 (e.g.	 Sparks	 2000;	
McLachlan	and	Golding	2000).	With	 the	exception	of	 election	 campaigns,	popular	newspapers	
presumably	devote	a	low	percentage	of	their	total	coverage	to	hard	news	topics	such	as	national	
politics,	 while	 much	 of	 their	 coverage	 is	 on	 non‐political	 soft	 news	 topics	 (Rooney	 2000).	



























political	 parties.	 News	 that	 is	 perfectly	 diverse	 provides	 citizens	 with	 information	 about	 all	
political	parties	‐	their	viewpoints,	their	successes	or	failures	of	candidates	‐	to	an	equal	extent	
















which	 we	 measure	 here,	 this	 could	 mean	 a	 lower	 focus	 on	 government	 parties	 and	 more	
attention	to	the	opposition,	including	new	and	populist	parties,	resulting	in	higher	diversity.	The	
interactive	 features	 of	 online	 media	 should	 make	 it	 even	 easier	 for	 popular	 newspapers	 to	
function	as	an	alternative	public	sphere,	as	they	make	it	easier	for	outlets	to	learn	about	people’s	

















of	 political	 institutions.	 However,	 from	 a	 democratic	 perspective	 a	 high	 leader	 focus	 is	 less	
desirable.	 It	 leads	 to	 personalized	 voting	 –	 voters	 who	 weigh	 evaluations	 of	 political	 leaders	







Commercialization	 of	 news	 is	 seen	 as	 an	 important	 explanation	 for	 the	 personalization	 of	






2000	and	Eilders	2006	 for	 audience	perspectives).	A	more	 competitive	media	 environment	 in	














events	that	people	can	 identify	with.	This	may	also	result	 in	a	greater	use	of	emotions	 in	their	
news	coverage	(Grabe	et	al.	2001;	Donsbach	and	Büttner	2005).	This,	however,	goes	against	the	
detached	style	of	political	news	coverage	preferred	by	the	electoral	democratic	model	(Jandura	





















on	 Sundays.	 Since	 we	 focus	 on	 news	 supply	 during	 the	 overall	 campaign,	 having	 a	 Sunday	
edition	or	not	does	not	matter	for	our	comparison,	meaning	that	Der	Standard	has	one	paper	per	
week	less	than	the	other	outlets	in	our	sample.	
‘Political	 coverage’	 includes	 all	 news	 stories	 that	mention	 the	 election,	 an	 Austrian	 politician,	



















article	 or	 not.	 For	 this,	 we	 used	 search	 strings,	 that	 is,	 words	 or	 combinations	 of	 words	 that	













transformation	 of	 Shannon’s	 H	 (Kleinnijenhuis	 et	 al.	 2015),	 which	 was	 calculated	 using	 the	
following	formula:	




where    stands	 for	 the	 proportion	 of	 media	 attention	 for	 a	 particular	 party	 relative	 to	 the	
media	attention	for	all	parties	(Van	Hoof	et	al.	2014).	This	transformation	results	in	an	easy	to	
interpret	score	with	a	minimum	of	1	(all	media	attention	goes	to	one	party)	and	a	maximum	that	
is	 equal	 to	 the	 number	 of	 categories	 for	 that	 variable,	 in	 our	 case,	 n	 =	 9	 (all	 nine	 parties	 get	
exactly	the	same	share	of	media	attention).		
For	 focus	 on	 leaders	 we	 used	 search	 strings	 to	 semi‐automatically	 code	 whether	 a	 political	
party	and/or	a	top	candidate	of	a	political	party	was	present	in	an	article.	A	top	candidate	is	the	
number	 one	 on	 the	 candidate	 list,	 who	 is	 often	 but	 not	 by	 definition	 also	 the	 party	 leader.	
Average	precision	for	the	search	strings	is	0.99	with	0.88	as	the	lowest	score,	and	average	recall	
is	0.95,	with	0.64	as	 the	 lowest	score4.	 ‘Leader	 focus’	was	then	operationalized	as	 the	share	of	
articles	 mentioning	 a	 top	 candidate	 out	 of	 all	 articles	 that	 mention	 a	 political	 party	 or	 its	
politician(s).	 As	 for	 diversity,	we	 included	only	 the	nine	political	 parties	 that	 took	part	 in	 the	
national	elections	in	all	Austrian	states.		
Emotionalization	 was	 measured	 as	 the	 share	 of	 emotion	 words	 out	 of	 all	 words	 used	 in	 a	


















string,	using	wildcards	(e.g.	 ‘verlier*’,	 ‘to	 lose’	or	 ‘loser’)	wherever	possible	 in	order	 to	 include	
composite	words	and	conjugations.	Where	this	was	not	possible	(e.g.	searching	for	‘frei*’,	‘free*’	
in	our	data	results	in	a	large	number	of	hits	for	‘Freitag’,	‘Friday’,	which	is	not	a	sentiment	word),	











Indicator	 Print Online	 Difference
Average	 number	 of	 political	 stories	 per	
medium	 1,587 891	 ‐697
Average	story	length	in	words	 237 448	 +211
Party	diversity	(Entropy	E,	scale:	1‐9)	 6.27 6.74	 +0.47
Stories	focusing	on	a	party	leader	 35.6% 47.2%	 +11.7%
Degree	of	emotionalization	 	 	 4.5% 4.0%	 ‐0.5%
	
Online	newspapers	contain	fewer	news	stories	about	politics.	Their	news	stories	are,	however,	
almost	 twice	as	 long,	meaning	 that	altogether,	online	editions	provide	more	political	 coverage	
than	print	editions.	 If	we	 take	a	closer	 look	at	 these	articles,	we	see	 that	online	media	 tend	 to	
publish	very	long	(over	2,000	words)	political	articles	regularly.	They	are	often	live	blogs,	stories	
that	 consist	 of	 photo	 slideshows	 with	 text	 underneath,	 or	 stories	 that	 reproduce	 tweets	 of	
politicians	in	addition	to	a	core	text.	Letters	to	the	editor	were	missing	from	the	online	edition. 
Diversity	 is	quite	high	online‐‐	with	a	score	of	E	=	6.74	out	of	9.	 In	print	media	 it	 is	a	 little	bit	













In	 the	 next	 section,	 we	 investigate	 the	 potential	 gap	 in	 quality	 between	 popular	 and	 elite	
newspapers	in	their	print	and	online	editions.	 
Amount	of	political	news	
Table	2	 shows	our	 findings	 regarding	 the	amount	of	political	news	stories	during	 the	election	
period,	as	well	as	their	average	length.		
Table	2.		Amount	of	political	news	in	popular	and	elite	media,	print	and	online	editions.		
	 		 Number	of	Stories	 Average	length	
		 		 Print Online Print	 Online
Elite	 Der	Standard	 998 1493 298	 409
	 Die	Presse	 1191 1159 307	 448
	 Salzburger	Nachrichten	 834 1372 293	 319
		 Average	 1008 1341 300	 392
Popular	 Kronen	Zeitung	 2253 269 175	 429
	 Kurier	 1694 638 229	 785
	 Österreich	 2554 413 121	 299
		 Average	 2167 440 175	 504
Difference	Popular	—	Elite						 +1159 ‐901 ‐125	 +112
	
Somewhat	 surprisingly	 given	 their	 image	 of	 being	 low	 in	 political	 news,	 popular	 newspapers	
have	more	political	news	stories	 than	elite	newspapers	 in	print,	 about	 twice	as	much	 in	 total.	
However,	online	this	gap	is	reversed,	and	strongly	so:	here,	elite	newspapers	contain	three	times	
more	 political	 stories	 than	 popular	 newspapers.	 Popular	 newspapers	 do	 publish	 longer	 news	
stories	online	on	average,	although	 this	average	 is	strongly	 influenced	by	one	outlet,	and	does	
not	compensate	for	the	vastly	lower	amount	of	news	stories,	both	compared	to	elite	newspapers	
as	well	as	to	popular	newspapers’	own	print	editions. In	sum,	differences	between	media	types	
in	 the	 amount	 of	 news	 are	 larger	 online	 than	 they	 are	 in	 print,	 to	 the	 advantage	 of	 elite	
newspapers.	 











For	 diversity,	 we	 saw	 that	 online	 versions	 in	 general	 are	 slightly	 more	 diverse	 than	 print	
versions.	 Table	 3	 gives	 an	 overview	 of	 party	 diversity	 in	 popular	 and	 elite	 newspapers,	
measuring	 how	 evenly	media	 attention	 is	 distributed	 over	 the	 nine	 political	 parties	 that	 took	
part	in	the	2013	election.		
Table	3.	Party	diversity	in	popular	and	elite	media,	print	and	online	editions.	
	 		 Print 		 Online	 		
		 		 N Entropy N	 Entropy
Elite	 Der	Standard	 808 6.65 1293	 6.57
	 Die	Presse	 877 6.50 1042	 6.73
	 Salzburger	Nachrichten	 697 6.05 1195	 6.66
		 Average	 		 6.40 		 6.66
Popular	 Kronen	Zeitung	 1502 6.01 205	 6.76
	 Kurier	 1227 6.31 563	 7.21
	 Österreich	 1882 6.11 380	 6.52
		 Average	 		 6.14 		 6.83




newspapers	 tend	 to	 show	 more	 variation	 than	 the	 popular	 newspapers.	 Online,	 however,	
popular	outlets	catch	up	and	are	equally,	if	not	more,	diverse	than	elite	outlets.		
For	this	indicator,	differences	between	media	types	in	their	diversity	are	smaller	online	than	in	
print.	Popular	newspapers	even	slightly	 surpass	elite	newspapers	 in	 their	online	edition.	Elite	
media	 provide	more	 political	 news	 online	 than	 popular	media,	 but	 all	 parties	 do	 not	 benefit	
equally:	 They	 provide	 many	 more	 stories	 about	 some	 parties,	 rather	 than	 a	 little	 bit	 more	
coverage	of	all. 
Focus	on	leaders		
The	 indicator	 ‘leader	 focus’	 measures	 how	 strongly	 political	 coverage	 focuses	 on	 political	
leaders,	at	the	expense	of	other	politicians	or	parties.	Results	are	shown	in	table	4.		
Table	4.	Leader	focus	in	popular	and	elite	media,	print	and	online	editions.	
	 		 Print 		 Online	 		





Elite	 Der	Standard	 808 42,2% 1293	 36,6%
	 Die	Presse	 877 39,0% 1042	 43,5%
	 Salzburger	Nachrichten	 697 22,5% 1195	 31,8%
		 Average	 		 34,6% 		 37,3%
Popular	 Kronen	Zeitung	 1502 31,8% 205	 46,8%
	 Kurier	 1227 40,0% 563	 64,5%
	 Österreich	 1882 37,9% 380	 60,3%
		 Average	 		 36,6% 		 57,2%





In	 the	 print	 edition,	 popular	 and	 elite	 newspapers	 have	 a	 similarly	 strong	 focus	 on	 leaders.	
Online,	 however,	 this	 focus	 is	 strongly	 increased	 in	 popular	 newspapers.	Notably,	 as	much	 as	
64.5%	of	all	articles	about	a	political	actor	in	Kurier	mention	a	top	candidate.	
In	 both	 popular	 and	 elite	 newspapers,	 leader	 focus	 is	 stronger	 online,	 but	 the	 difference	 in	














Elite	 Der	Standard	 298 4,5% 409	 4,0%
	 Die	Presse	 307 4,5% 448	 4,0%
	 Salzburger	Nachrichten	 293 4,5% 319	 4,1%
		 Average	 300 4,5% 392	 4,0%
Popular	 Kronen	Zeitung	 175 5,0% 429	 3,9%
	 Kurier	 229 4,4% 785	 3,9%
	 Österreich	 121 4,3% 299	 4,3%
		 Average	 175 4,6% 504	 4,0%







In	 every	 outlet,	 the	 online	 version	 is	 less	 emotionalized	 than	 the	 print	 version.	 In	 the	 print	
edition,	emotionalization	is	similar	in	popular	and	elite	papers.	Online,	even	though	the	amount	
of	coverage	is	very	different,	both	popular	and	elite	newspapers	show	less	emotionalization	in	
their	 political	 coverage,	 a	 small	 difference	 of	 around	 0.5	 percent	 points.	 Furthermore,	 the	
emotionalization	of	 news	differs	 according	 to	 individual	 outlet	 rather	 than	by	 type.	 Especially	
the	 Kronen	 Zeitung	 has	 less	 emotionalized	 political	 coverage	 online	 than	 in	 print,	 while	 for	
Österreich,	online	and	print	are	emotionalized	to	an	equal	extent.		






information	which	 is	diverse,	not	 too	 strongly	 focused	on	 leaders,	 and	 that	 is	detached	 rather	
than	emotionalized.		
The	online	media	environment	is	both	a	challenge	and	an	opportunity	for	political	news	by	these	
standards.	 Among	 the	 challenges	 are	 the	 hasty	 news	 cycle	 and	 the	 increased	 competition	
compared	to	the	print	market.	Virtually	unlimited	space	and	interactivity	online,	however,	carry	
great	potentials	for	news	high	in	quality.	In	our	study,	we	found	that	online	newspaper	mainly	
take	advantage	of	 these	possibilities.	They	provide	their	audiences	with	 fewer,	but	also	 longer	
news	 stories,	 resulting	 in	more	 political	 news	 overall.	 Online	 news	 also	 showed	 higher	 party	










Although	 our	 hypothesis	 regarding	 higher	 emotionalization	 online	 was	 not	 confirmed,	 an	







editions,	 such	 as	 live	 blogs	 and	 photo	 slideshows,	 also	 appear	 to	 be	 low	 in	 emotionalization,	
although	we	did	not	study	this	separately.	Perhaps	the	different	news	sources	and	news	story	
types	 unique	 to	 online	 coverage	 thus	 explain	 its	 lower	 emotionalization	 compared	 to	 print	








data	 suggest	 that	 this	 characteristic	may	 apply	 to	other	Austrian	popular	newspapers	 as	well,	













The	 slightly	 higher	 diversity	 in	 popular	 newspapers	 is,	 however,	 not	 what	 we	 would	 expect	
following	a	commercialization	scenario,	but	rather	seems	to	confirm	the	view	of	popular	media	
as	 paying	 more	 attention	 to	 alternatives	 than	 to	 the	 status	 quo	 (that	 is,	 to	 small	 parties)	
(Örnebring	 and	 Jönsson	 2004).	 However,	 this	 holds	 only	 true	 for	 online	 editions,	 and	 only	
slightly	so.		
Lastly,	 the	 degree	 of	 emotionalization	 is	 fairly	 equal	 in	 elite	 and	 popular	 newspapers	 online,	





than	 commercial	 logic,	 an	 explanation	 for	 the	 lower	 amount	 of	 emotionalization	 online,	 as	
mentioned	previously,	could	be	the	live	blogs,	tweets	and	press	agency	material	–	descriptive	or	




elite	 newspapers	 are	 more	 successful	 than	 popular	 newspapers	 in	 providing	 good	 quality	 in	
their	political	coverage	online:	They	offer	much	more	of	it	and	focus	less	on	party	leaders.		
Overall,	differences	between	popular	and	elite	newspapers	tend	to	be	larger	online	than	in	print,	
to	 the	 disadvantage	 of	 popular	 newspapers.	 As	 such,	 our	 data	 seem	 to	 confirm	 what	 Sparks	
(2003;	 see	 also	 Rucht	 et	 al.	 2008)	 found:	 The	 move	 from	 print	 towards	 online	 media	 may	
reinforce	 the	 gap	 between	 a	well‐informed	 elite	 audience	 and	 a	 lesser‐informed	 audience	 for	
popular	news,	especially	as	more	young	people	prefer	online	news	media	over	other	channels	
(e.g.	Michtelstein	and	Boczkowski	2010).	By	corroborating	the	results	for	the	UK	for	a	country	
with	 a	 different	 political	 communication	 culture	 –	more	 partisan	 news	 outlets	 (Lengauer	 and	
Johann	2013;	Eberl	et	al.	2015)	and	a	different	political	system	with	proportional	representation	
and	a	large	number	of	relevant	parties	–	our	Austrian	case	study	encourages	us	to	assume	that	
these	 finding	 can	 be	 generalized	 to	 a	 larger	 context.	 However,	 further	 research	 is	 needed,	
particularly	 comparative	 research,	 to	 explore	 possible	 explanations	 for	 the	 gap	 in	 quality	
between	political	news	in	popular	and	elite	papers.		
Furthermore,	within	this	article	we	focused	on	a	specific	democratic	model	and	a	corresponding	
set	of	 indicators	which	were	 could	be	assessed	via	 automatic	 content	 analysis.	This,	 however,	
represents	only	a	limited	picture	of	what	can	be	defined	as	’political	news	quality’,	and	only	for	
the	specific	context	of	providing	people	with	political	information	during	election	campaigns.	We	
encourage	 future	projects	 to	explore	 the	 contribution	of	print	 and	online	media	 to	democracy	
following	 other	 understandings	 of	 the	 role	 of	media	 in	 a	 democracy	 so	 that	 a	more	 complete	
picture	may	emerge	over	time.		
Other	interesting	findings	in	our	study	suggest	that	the	orientation	function	–	providing	readers	
with	 commentary	and	explanation	 rather	 than	news	 facts	only	 (Connell	1998)	–	 	of	 especially	
popular	 newspapers	 is	 at	 peril	 online,	 since	 opinion	 sections	 are	 not	 always	 included	 and	
analysis	and	commentary	are	de‐emphasized.	We	argue	that	this	function	cannot	be	taken	over	
by	 the	 additional	 sections	 unique	 to	 online	 versions,	 such	 as	 live	 blogs,	 photo	 collections,	 or	
reader	 fora,	 as	 in	 particular	 the	 latter	 may	 provide	 lots	 of	 opinion,	 but	 little	 structure	 and	
orientation	 for	 its	 readers.	While	 online	 editions	 in	 general	 thus	 perform	 slightly	 better	 than	
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